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BUFFALO REGION 1997 P. V. PLAN 


The following information outlines the Buffalo Region plan to execute approximately 25% 
F.P. P.V. (excluding BSGSF /ft r cmiunra) at retail. 

The following methodology was used: 

L Evaluate current status based on 96 Marlin measure^ MSA P.V. is not accurate at the 
Regiori level due to ship out/ship in issues, 

• Evaluation done on Winston, Camel and Salem across all segments as well'as F.P. 

total. . - "■ 
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2. _ Brand opportunities, by segment, identified to increase or decrease promoted product 

levels based on brand/segment needs. • - 

3. Plan to be communicated to field to execute needed adjustments. 

• RBM to evaluate using same measures on a quarterly basis during 1997. Adjustments 
to plan to be made as needed. 
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RJR TOTAL FULL PRICE v, 1 


Current P.V. levels with discounting (excludes BSGSF) 



9 month 
Average 

Sept - Nov 
Average 

% Region 
Business 

Month to month trend 
last 9 months 

All Outlets 

20.20 ' 

24.21 

100% 

+ 1.24 

C/G 

20.74 

21.87 

38.85% 

+ .22 

0/0 

24.84 - 

31.05 

44.36% 

+ 2.15 

SM 

8.51 

11.77 

16.80% 

+ .75 


EVALUATION 

• RJR total FP average P.V. for all outlets combined was at 24.21 for the Sept - Nov , : ,; 
period. While the 9 month average for March ■ Nov was at 20.20, the Region has been - 
successful in increasing P.V. levels per plan to defend our brands vs. significant 
competitive savings activity. 

• The Region avoided an end of year accrual usage blitz by monitoring 96 payments' 
closely to ensure the spending/promotion plan was spread across all months. 



Sourc : https://www.industrydocuments.ucsf.edu/docs/nsbnOOOO 
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WINSTON 


Current P.V. levels with discounting (excludes BSGSF) 



9 month 
Average 

Sept - Nov 
Average 

% Region 
Business 

Month to month trend 
last 9 months 

All Outlets 

25.11 

31.23 

100% 

+ 1.61 

C/G 

26.80 

29.14 

40% 

+ .28 

0/0 

27.47 

35.91 

44% 

+ 2.70 

SM 

15.89 

23.58 

17% 

+ 1,70 


EVALUATION 

• Winston average P.V. levels for all outlets combined was at 31.23% for the Sept * Nov 
period. While this level is slightly higher vs. the 25% target, it has been our Region 
plan since April to increase P.V. levels due to significant competitive branded savings 
discounting. Winston’s average P.V. level over the last nine months was at 25.11 for all 
outlets combined. 

• % P.V. levels vs. % Region business by segment is proportional indicating P.V. levels 
are in line relative to the amount of Winston business sold by segment. 

97 WINSTON PLAN 


• Slightly increase P.V. levels in CG with an objective to be at approximately 32% on a 
month to month basis. Greatest opportunity to impact business is in non RR supported 
calls via jobber stickering program. Greater utilization of the jobber stickering program 
in general will allow RR’s time to promote adequate quantities of product in higher 
volume CG locations leading to this slightly higher P.V. level. 

• Continue current pricing tactics in 00 with an objective to be at approximately 35% 
P.V. levels month to month. (Exception to current pricing strategy being tested 
beginning February in Buffalo Division RS locations.) 

• Slightly decrease P.V. levels in SM. Retail Accrual dollars should be spent primarily to 
defend Winston during times of Marlboro heavy up promotion. By spending Retail 
Accrual dollars in this manner we will avoid having to use additional funds to defend 
against P.M. heavy up activity. 

CAMEL 


Current P.V. levels with discounting (excludes BSGSF) 



9 month 
Average 

Sept - Nov 
Average 

% Region 
Business 

Month to month trend 
last 9 months 

All Outlets 

26.25 

30.97 

100% 

+ 1.43 

C/G 

26.38 

24.86 

47.30% 

— .30 

0/0 

33.92 

45.26 

40.98% 

+ 3.15 

SM 

3.53 

5.40 

11.73% 

+ .75 


Source: https://www.industrydocuments.ucsf.edu/docs/nsbnOOOO 
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EVALUATION 


• Camel average P.V. levels for all outlets combined was at 30.97% for the Sept - Nov 
period. This level is slightly higher vs. the 25% target. It has been our Region plan 
since April to increase P.V. levels due to significant competitive branded savings 
discounting. Camel’s average P.V. level over the last nine months was at 26.25 for all 
outlets combined. 

• P.V. levels in 00 are disproportionate to the % of Region Camel business sold via this 
segment. This is primarily due to our ability to discount significant quantities of Camel 
in CO’s and RS where RR frequency is high. Due to Camel’s small volume, we are on 
deal the majority of the time in these locations. 

• Per plan the Region has been successful in increasing overall P.V. levels for Camel. 
However, P.V. levels in C/G have been trending downward slightly on a month to 
month basis. 

97 CAMEL PLAN 


• Increase P.V. levels in C/G with an objective to be at approximately 30% on a month to 
month basis. Greatest opportunity to impact business is in non RR supported calls via 
jobber stickering program. Greater utilization of the jobber stickering program in 
general will allow RR’s time to promote adequate quantities of product in higher 
volume locations leading to this higher P.V. level. 

• Continue current pricing tactics in 00 with an objective to be at approximately 40% on 
a month to month basis. While this level may appear to be high, it is on a priority 
brand in priority outlets. (Exception to current pricing strategy being tested beginning 
February 1 in Buffalo Division RS locations) 

• Utilize Retail Accrual dollars to defend Camel in SM (where brand opportunity exists) 
during times of Marlboro heavy up promotion. Retail Accrual dollars, however, are 
generally better spent on Winston due to its larger volume and opportunity in SM vs. 
Camel. 

SALEM 


Current P.V. levels with discounting (excludes BSGSF) 



9 month 
Average 

Sept - Nov 
Average 

% Region 
Business 

Month to month trend 
last 9 months 

All Outlets 

18.26 

19.21 

100% 

+ .79 

C/G 

13.68 

16.00 

34.78% 

+ .67 

0/0 

26.92 

26.73 

46.35% 

+ 1.07 

SM 

6.77 

7.43 

18.88% 

+ .12 


Source: https://www.industrydocuments.ucsf.edu/docs/nsbnOOOp 
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EVALUATION 

• Salem average P.V, levels for all outlets combined was at 19.21% for the Sept * Nov 
period. 

Salem’s P.V, levels are dictated by the incidences of discounting by menthol F.P. 
competitors. While Salem P.V. levels for each of the trade segments is less than our most 
aggressive competitor (Kool), this can be expected primarily due to the Nashua Division 
being off grid for Salem. A limited number of Nashua retail outlets have been put on grid 
by exception. 

97 SALEM PLAN 

• Execute menthol pricing strategy in CG. Match menthol competitors tactic for tactic 
vrhere on grid. • 

• Increase P.V. levels to approximately 35% in 00 by ensuring Salem matching strategy 
is being executed in calls on grid where menthol competitors are promoting. Slightly 
increase amounts of promoted product where competitors are extremely aggressive. 


Source: https://www.industrydocuments.gcsf.edu/docs/nsbnOOOO 
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